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Abstract
Along with the proliferation of smartphone manufacturers, the latest innovations and fascinating 
features are presented, such as selfie cameras, VOOC flash charge (the best fast charging) on their 
products, providing that selfie cameras accommodate people who love to upload their photos to 
social media. Nowadays, consumers’ needs have called attention to a lifestyle that requires them 
to make choices on goods or services that are compatible with their needs. This study employed 
a survey method, with samples comprising millennials in Kuningan Regency with a total of 283 
respondents, in which the data collection was done using questionnaires, validity and reliability 
tests were conducted. Multiple linear regression was used in data analysis. The results showed 
that product features, lifestyle, and price had a positive and significant effect simultaneously and 
partially on brand switching decisions. However, price had a greater influence on consumers’ 
decisions to switch brands. 
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INTRODUCTION
The development of today’s technology is rapid and dynamic. Along with it, emerges the consumers’ growing 
needs and desires for technology. Currently, people's need for smartphones is so high that it has penetrated all 
age groups from children to elderly. In Indonesia, the need for mobile phones is very high. This can be seen from 
the fact that almost all groups of people use mobile phones to fulfill their needs for communication, providing 
that smartphones are products harnessed with modern and innovative technology.
The majority of people use a smartphone for its versatility; sending and receiving e-mails, chatting, photo-
editing, browsing the Internet, online shopping, as well as a social media that is now commonly used by the 
public to obtain information. Mobile phones or smartphones have now become an inseparable part of people's 
lifestyles, with many smartphone manufacturers, such as Apple, Samsung, OPPO, Xiaomi, Asus, Lenovo, Vivo, 
Coolpad, and many more, aiming their own target market.
With the current extensive use of smartphones, many manufacturers release their products, resulting in a 
competition between one another in meeting the public’s demands. On that account, companies should work 
optimally to maintain, appeal, and get more consumers so that they will be loyal to the products they manufacture.
Along with the proliferation of smartphone manufacturers, the latest innovations and fascinating features are 
presented, such as selfie cameras, VOOC flash Charge (the best fast charging) on their products, providing that 
selfie cameras accommodate people who love to upload their photos to social media. Nowadays, consumers’ 
needs have called attention to a lifestyle that requires them to make choices on goods or services that are 
compatible with their needs. Lifestyles is part of consumers’ behavior that affect their decisions in making a 
purchase (Sari, et al. 2013; Sloot & Verhoef, 2008).
Samsung is the most popular mobile phone, used by people ranging from the middle to the upper class. Samsung 
was the first that released a smartphone, however in 2014 to 2016, there was a fall in sales, as much as 27.8% in 
2014, 24.8% in 2015, and 22.2% in 2016. However, there was an increase by 26.1% in 2017 (Trendforce, 2017).
OPPO is one of the new mobile phone brands released in 2014, and today it has become a superior product 
because it brings out the latest and fascinating features compared to Samsung smartphones. According to 
Trendforce data (2017), in 2015 OPPO smartphones ranked the 8th with a percentage of 3.8%, and in the 
following year it progressed with a constant surge as much as of 3.9%, until in 2017 it reached 8.1%.
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Brand switching is a current interesting phenomenon in which this behavior often occurs to smartphone 
users for various reasons. Sharma, et al. (2017), Kumar & Chaarlas (2011), and Koech, et al. (2018), specifically 
define brand switching as a transition in purchasing process that is characterized by the changes from one brand 
to another or from one product to another in the same category. Meanwhile, according to Grigoriou, et al. (2018); 
Anjana (2018), and Dhevika, et al. (2013), brand switching done by consumers during the time of using products 
reflects the extent of the consumers’ loyalty. It can be concluded that brand switching is the termination of a 
consumer’s relationship with a certain service provider by stopping purchase transactions and commencing a 
relationship with a new one in a permanent or a temporary fashion (Ashfaq & Samreen, 2015; Appiah, et al. 
2019; Saeed & Azmi, 2014). This implies that the consumers may decide to terminate the relationship with the 
service provider for several reasons. Boote (1998) suggests that consumers’ brand switching behavior is their 
decision to stop their purchase transactions either permanently or temporarily.
Many suggest that one of the reasons Samsung smartphone consumers switched to OPPO smartphone 
was due to their lifestyle (Kumar & Chaarlas, 2011; Sharma, et al., 2017; Malasi, 2012). For instance, among 
teenagers in both high school and university, keep an eye on the advances of OPPO smartphones, so that OPPO 
releases their new products with up-to-date features, ranging from attractive colors and design that is wide and 
thin in dimension, attracting millennials to switch brand.
Brand switching is likely to ensue due to a progressively dynamic lifestyle. Today, a smartphone functions 
beyond just a means of communication, it has become part of one's lifestyle. Lifestyle refers to the habituated 
behavior of an individual consumer that has become part of life necessities. Fintikasari & Ardyan (2018) explain 
that lifestyle can be identified by how people spend their time, what is important for people in regards to the 
environment, and what people think about themselves and their surroundings. Meanwhile, Mowen and Minor 
(2002) concluded that lifestyle is a way of life, spend money, and allocate time. Lifestyle is a person's rhythm 
of life expressed in activities, interests, opinions, spending money, and allocating time. Lifestyle describes the 
person “as a whole" in interacting with the environment. Similarly, Adnyana & Seminari (2018) define lifestyle 
as a way that can describe a person's behavior, including how she/he lives, spend their money and make use 
of the time they have. Lifestyle can be concluded as a visible characteristic of a person, which describes their 
system of value, as well as attitudes towards his/herself and the environment. Lifestyle can also be a factor in 
brand switching decisions for a product (Al-Kwifi & Ahmed, 2015; Korry & Suartini, 2018). Therefore, if the 
smartphone has a major influence on the value of the consumer's lifestyle, it will be less likely to for them to 
switch brands and vice versa. Consequently, the brands must create products that can meet and accommodate 
the lifestyle of their consumers.
The millennials construct a community that is sensitive to technological developments, they have the 
tendency to switch smartphone brands as time passes to support their need for the latest technology, as well 
as part of a lifestyle (Bolton, et al., 2013; Valentine & Power, 2013). Consumers’ decisions in choosing 
smartphones are also inseparable from the product features offered by manufacturers. Features are an absolute 
requirement that must be embedded in smartphones, for features can also be the identity of the product itself 
(Dewantara, et al. 2018; Wijaya, 2014; Malasi, 2012). Various product features potentially make the consumers 
satisfied and their needs met by these products. According to Kotler & Keller, (2009), product features also 
function as a competitor's tools to distinguish a product from other similar products. Products manufactured 
by a company must offer an assortment of product features. The more fascinating these features are, while 
also considered to be able to meet consumers’ needs, the less likely it is for the consumers to switch brands 
and vice versa. For this reason, companies must provide features that meet consumers’ needs so that they 
are satisfied with the products.
According to Sari (2014), features are aspects of performance that are useful for enhancing basic functions, 
in relation to product choices and development. Product features are often represented by the innovations made 
by the company. Ashfaq & Samreen (2015), and Appiah, et al. (2019) stated that innovation is believed to be 
an effort to improve market performance of a product. Innovations through the addition of the latest and unique 
features can appeal consumers as well as distinguish them from competitors’ products. The slow technological 
advance in features that are important to users can increase the likelihood of brand switching (Al-Kwifi & 
McNaughton, 2013), resulting in market share loss and deducted profits. 
Features are elements of a product that are viewed important by the consumers that serve as the basis for 
making a purchase decision (Tjiptono, 2002). In addition, Koech, et al. (2018); Al-Kwifi and Ahmed (2015) 
mention these elements include product details such as features, design, and quality. Many products can be 
offered with a variety of features that complement their basic functions (Kotler and Keller, 2009). These 
said features must be different from those offered by competing products. Moreover, Al-Kwifi, et al. (2014) 
found that the design of a product with varied features and high performance tends to cause consumers to 
switch brands.
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Additionally, the consumers’ considerations do not only lay on features, but also on the price. Products 
with relatively affordable price that are offered with good quality can increase the consumers’ buying interest. 
Price often becomes a consumer’s consideration, although it may also be due to other factors. For companies, 
pricing must go through a number of considerations, be it the competitors' prices and the value added in the 
quality of the product itself. According to Kotler and Armstrong (2010), price is the amount of money charged 
for a product or service, or the amount of value that consumers exchange for the benefits of having or using 
a product or service. Al-Kwifi and McNaughton (2013) suggest that price has a domineering effect than other 
factors in brand switching behavior. Aaker in Tjiptono (2002) argues that brand switching behavior is likely to 
happen due to internal and external factors. One of the external factors is a factor that comes from the outside, 
for example a discount or a lower price. According to Tjiptono and Candra (2012), price can be defined as the 
amount of money (monetary unit) or other aspects (non-monetary) that contain certain uses needed in exchange 
of a product. Price is a factor in external attributes that determines consumers’ perceptions regarding the product 
quality.
METHODS 
This study employs descriptive and verification methods. Descriptive method is used in a study conducted 
to determine independent variables, either one or more variables without making comparisons or relations 
with other variables. Meanwhile, verification method is a method that aims to mathematically test a hypothesis 
regarding the correlation between variables from the problem investigated, it is safe to say that it is a method 
to test the accuracy of a hypothesis.
The operations of variables in this study can be explained as follows: (1) Features are elements of a product 
that are viewed important by the consumers that serve as the basis for making a purchase decision (Tjiptono, 
2002). The indicators used to measure product features are the extensive applications, the suitability of the features 
with the consumers’ needs, and accessibility; (2) Lifestyle is a way to describe people’s behavior, including how 
they live, use their money, and make use of their (Sumarwan, 2002). The indicators used to measure lifestyle 
are needs, brand trust, and pride; (3)Price can be defined as the amount of money (monetary unit) or other 
aspects (non-monetary) that contain certain uses needed in exchange of a product (Tjiptono & Candra, 2012). 
The indicators used to measure the price were price comparisons with other brands, price-benefit comparisons, 
price-quality suitability; and (4) Brand switching is a purchase pattern characterized by a change or switch 
from one brand to another (Ervina & Ridwan, 2016). The indicators used were the consumers’ dissatisfaction 
with the previous brand, the decision not to use the previous brand anymore, the decision to accelerate to stop 
using brand currently in use.
The population of this study comprised the millennials who were born between 1982 and 2002 who 
previously used Samsung smartphones and switched to OPPO. The exact number of the population in the study 
was unknown. Therefore, the researcher determined the sample size based on Lameshow formula. A total of 300 
samples was selected, but after distributing the questionnaires, only 283 were returned and thoroughly filled in. 
Accidental sampling was employed for data collection in this study. Data was obtained through questionnaires 
using an interval scale of 1-10, which was previously tested for validity and reliability. Furthermore, the data 
analysis method used in this study is multiple linear regression analysis.
RESULTS
The statistical results of normality test showed that all levels of significance in the variables of study were 
normally distributed with no multicollinearity. The results of the regression analysis are shown in Table 1.
Table 1. Regression Estimation
Coefficientsa
Model
Unstandardized Coefficients Standardized Coefficients
t Sig.B Std. Error Beta
1 (Constant) 5.740 1.589 3.612 .000
Product feature .153 .061 .150 2.517 .012
Lifestyle .157 .055 .150 2.835 .005
Price .401 .066 .360 6.090 .000
a. Dependent Variable: Brand Switching
Source: Data processed (2018)
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From the result of calculation, it can be seen that the regression equation obtained is:
Y = 5.740 + 0.153 X1+ 0.157X2 + 0.401X3 ............................................. (1) 
From the result of calculation, it can be concluded that the regression coefficient of price is greater than 
the products’ features and lifestyle. As the results of the simultaneous test are shown in Table 2, and the partial 
test in Table 3.
 
Table 2. F Test
ANOVAb
Model Sum of Squares df Mean Square F Sig.
1 Regression 1379.986 3 459.995 30.665 .000a
Residual 4185.145 279 15.001
Total 5565.131 282
a. Predictors: (Constant), Price, Lifestyle, Product Features
b. Dependent Variable: Brand Switching
Source: Data processed (2018)
DISCUSSIONS
Based on the results of data analysis that examines the effect of product features, lifestyle and price on brand switching, 
it was found that these variables could predict the switch from Samsung smartphones to OPPO among millennials in 
Kuningan Regency. This shows that if product features, lifestyle and prices increase, it will increase brand switching. 
This indicated that the increase in product features, lifestyle and prices will also it will also increase the likelihood of 
brand switching. It can be concluded that the transfer of Samsung smartphone users to OPPO was determined by product 
features, lifestyle and price factors. From multiple regression analysis, it was acquired that price was the variable with the 
greatest influence compared to product features and lifestyle. This was indicated by the regression coefficient of price as 
much as 0.401. The findings of this study supported those of previous studies conducted by Anjana (2018), Grigoriou, 
et al. (2018), Koech, et al. (2018), Dhevika, et al. (2013), and Adnyana & Seminari (2018).
The results of this study also show that product features had a positive effect on brand switching. It implies 
that the more extensive and attractive features provided by a smartphone brand will attract consumers to switch 
to that brand. Brand owners are certainly fully aware of this particular fact, that smartphone products they offered 
must be able to follow and meet the demands of consumer needs that continue to grow, particularly Generation 
Y who was born and living in the midst of advanced technological developments like today, resulting in high 
demands for new innovations. This finding supports the results of a study conducted by Wijaya, (2014) which 
examines the effect of product attributes on brand switching, in which product features have a positive and 
significant effect on brand switching decisions. These results are in line with those of Appiah, et al. (2019), 
Dewantara, et al. (2018), Sari, et al. (2014) and Koech, et al. (2018), and Adnyana & Seminari (2018).
Furthermore, another finding of this study also shows that lifestyle had a positive effect on brand switching 
among Generation Y. This implies that an increase in one’s lifestyle will stimulate the drive to switch brands. 
This finding supports the results of previous studies conducted by Wijaya, (2014), Fintikasari & Ardyan (2018), 
Ashfaq & Samreen (2015) and Adnyana & Seminari (2018) suggesting the same aftermath that lifestyle had 
a positive effect on brand switching. Moreover, these findings indicate that companies must continue to pay 
close attention to patterns of behavior and lifestyles happening in society, especially Generation Y, a generation 
that is already highly dependent on smartphones to use social media as one of their primary needs. Lifestyle 
behavior patterns that continue to change can be an opportunity for companies to seize existing market share.
This study also shows something rather noteworthy where it turns out that the price has the greatest influence 
of the three variables studied, surpassing product features and lifestyle. This suggests that price has a positive 
influence on brand switching, implying that the higher the price, the more likely it gets for consumers to switch 
brands. In fact, from this study it can be concluded that consumers who switch brands are mainly influenced by 
the price factor. This finding is in line with the results of studies conducted by Saeed & Azmi, (2014), Grigoriou, 
et al. (2018), Guo, et al. (2021), Yen, et al. (2013), and Dhevika, et al. (2013) which suggest the same finding 
in which price has a positive and significant effect on brand switching. These findings are lessons for brand 
owners that in the midst of smartphone competitions, it appears that some consumers think very rationally; 
they will tend to choose products with lower prices but with extensive features. OPPO with its latest types of 
smartphones offer lower prices than Samsung, although in terms of product features, design, packaging and 
quality, they are considerably equal.
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CONCLUSIONS 
The conclusion obtained in this study is that product features, lifestyle and price simultaneously and partially 
had a positive and significant effect on the brand switching from Samsung to OPPO. However, price has the 
greatest influence. The millennials are very concerned about price prior to making brand switching decisions. 
Product features and quality improvement of OPPO smartphones offered as an attempt to meet the consumers’ 
expectations are spot-on, resulting in consumers’ satisfaction that leads to loyalty to the product. On the other 
hand, lifestyle did not have a significant influence in brand switching behavior.
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